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OCJENA KONKURENTNOSTI T U R I S T I C K E DESTINACIJE -
SPECIFICNOSTI I OGRANICENJA
TOURIST DESTINATION COMPETITIVENESS ASSESSMENT -
APPROACH AND LIMITATIONS
SA¿ETAK: Polazeci od teoretskog koncepta i odrednica nacionalne konkurentnosti, rad uspostavlja
poveznicu s teorijom konkurentnosti turisticke destinacije, razmatra bitne odrednice i prakticna ograniöenja
globalno poznatih konceptualnih modela konkurentnosti turisticke destinacije te propituje metodolosku
utemeljenost u praksi primjenjivanih modela za utvrdivanje i/ili usporedbu turisticke konkurentnosti razli-
ôitih zemalja. Provedena analiza upucuje na sljedece zakljuéke: a) konceptuaini modeli konkurentnosti tud-
stiöke destinacije, usiijed svoje kompleksnosti, imaju ponajvise obrazovno-kognitivnu ftinkciju te nisu od
prevelike koristi za enipirijsko utvrdivanje konkurentske sposobnosti tudstickih destinacija, b) ü praksi
primjenjivani empirijski modeli utvrdivanja konktjrentske sposobnosti tudstickih destinacija, ponajvise us-
lijed oslanjanja na prevelik broj pokazateija dnistveno-ekonomske razvijenosti, kao i zanemarivanja doziv-
ljajnog supstrata kao temelja diferencijacije, svode se na relativno povrsne i ne previse relevantne indikacije
"mjesta na svjetskoj ljestvici" konkurentnosti, c) problematici utvrdivanja konkurentnosti turisticke destina-
cije potrebno je pristupiti na nacin koji ce omogucavati proaktivnu destinacijsku politiku i postupno unap-
redivanje konkurentske sposobnosti, pri ôemu naglasak valja stavljati ponajvise na cinitelje resursno-atrak-
cijske unikatnosti, èinitelje koji odreduju uspjesnost destinacijskog menadzmenta, odnosno éinitelje koji
podizavaju destinacijski turistiôki razvitak. Sukladno tome, predlaze se i altemativni pristup utvrdivanju
(ocjeni) destinacijske konkurentnosti.
K L J U C N E RIJEél: konkurentnost, turizam, turisticka destinacija, ocjena
SUMMARY: Starting from the theoretical concept and determinants of national competitiveness, this
article establishes the link with the theory of tourist destination competitiveness, considers the key determi-
nants and practical limitations of globally recognized conceptual models of destination competitiveness,
and investigates the methodological robustness of applied (empirical) models for assessing and/or compar-
ing tourism competitiveness of various cotmtries. The analysis leads to the following conclusions: a) apart
from their educational/cognitive purpose, due mostly to their complexity, conceptual models for destination
competitiveness assessment are of no great use to the practical evaluation of a destination's competitive ca-
nacity; b) widely applied empirical models for determination of tourist destinations' competitiveness boil
down to the relatively superficial and not too relevant "rankings on the world competitiveness list", mainly
because they predominantly rely on socio-economic indicators and neglect the experiential element as the
basis of differentiation; c) the assessment of tourist destination competitiveness should pave the way for a
proactive destination policy and gradual improvement of a destination's competitive capacity. In this re-
gard, emphasis should be put primarily on the' tourism resources/attractions for which the destination is
unique (distinct and/or intemationally recognizable), the factors that determine the success of destination
management, as well as on the supporting factors of tourism development. Therefore, án alternative ap-
proach to the competitiveness assessment of tourist destinations is recommended.
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I.UVOD
Konkurentnost nacionahiog gospodar-
stva, odnosno pojedinih njegovih gospodar-
skih sektora (poljoprivreda, industrija, uslu-
zni sektor) vec je duze vrijeme jedna od
centralnih preokupacija nositelja javne
vlasti, ali i korporativnog sektora u gotovo
svim zemljama svijeta, ukljucujuci i Hr-
vatsku.
Neovisno o ôinjenici sto nacionalna
konkurentnost, u odredenim slucajevima,
moze proizlaziti iz bogatstva prirodnih re-
sursa, obilja jeftine radne snage, prevlada-
vajucih menadzerskih stilova i/ili vlasniökih
o¿iosa, investicijske klime, stupnja carinske
(i/ili dnige vrste) zastite, cijene kapitala,
odnosno makroekonomske politike opcenito
(kako u monetamoj, tako i u fiskalnoj sferi),
danas se vecina teoreticara, na celu s eko-
nomskim guruom M. Porterom (Porter,
1990), uglavnom slaze s ocjenom da je kon-
kurentnost neke zemlje, u najvecoj mjeri,
rezultat njene vece ili manje produktivnosti
u koriätenju temeljnih prpizvodnih cinitelja
- rada i kapitala. Drugim rijeöima, dugoro-
cni rast prosperiteta i kvalitete zivota neke
zemlje presudno ovisi o sposobnosti korpo-
rativnog sektora da posluje na visokoj razini
produktivnosti. Samim tim, nacije koje su
stvorile gospodarske uvjete i makroeko-
nomsko okruzienje koje potiöe i/ili doprinosi
rastu produktivnosti korporativnog sektora,
postizu znatno vécu konkurentnost od ze-
malja koje to nisu ucinile.
Usprkos Siroko prihvacenim saznanjima
da je nacionalna konkurentnost rezultanta
istodobnog djelovanja velikog broja poslov-
nih subjekata u domeni korporativnog sek-
tora (produktivnost) i nositelja javne vlasti
(uvjeti privredivanja), a za razliku od teo-
retski vrlo dobro objaänjenog pojma "kon-
kurentsko poduzece", strucna literatura
obiluje relativno velikim brojem medusobno
disonantnih definicija "nacionalne konku-
1. INTRODUCTION
The competitiveness of national econ-
omy or of its individual sectors (agriculture,
industry, services) has for quite some time
been one of the central concerns of public
authorities, but also the corporate sector in
alhiost every country ofthe world, including
Croatia.
Despite the fact that national competi-
tiveness, in certain cases, may be the result
ofthe abundance of natural resources, cheap
and/or efficient labour, prevailing manage-
ment practices, proprietary relations,. fa-
vourable investment climate, well adjusted
tariff system, cost of capital, and/or macro-
economic policy in general (monetary and
fiscal sphere), most theoreticians, headed by
the economic guru M. Porter (Porter, 1990),
generally agree that a country's competi-
tiveness depends, to the fullest extent, on
the level of its efficiency in exploiting the
basic production factors - labour and capital.
In other words, sustained growth of pros-
perity and life quality in a certain country
depends decisively on the capability of the
corporate sector to perform at a highly pro-
ductive level. Thus, nations that have cre-
ated economic conditions and macroeco-
nomic environment supporting the growth
of corporate sector productiveness are sig-
nificantly more competitive than those that
have not.
Despite the broadly accepted under-
standing that national competitiveness is the
outcome of the simultaneous activity of
numerous business entities of the corporate
sector (productivity) and bearers of public
authority (economic conditions), and con-
trary to the well-defined and broadly under-
stood term of "competitive enterprise", pro-
fessional literature is still relatively abun-
dant of mutually discordant definitions of
the term "national competitiveness". This
also applies to tourism.
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rentnosti". To vrijedi i za privredivanje u
sferi turizma.
Pristupajuci problematici utvrdivanja
i/ili medusobnog usporedivanja konkuren-
tnosti privredivanja u sferi turizma u svijetlu
prethodnih naznaka, svakako valja ukazati
na jo§ dvije bitne cinjenice:
• za razliku od drugih (tradicionahiih)
gospodarskih djelatnosti, "turisticki
proizvod" predstavlja agregatnu katego-
riju (usluga nocenja, usluga hrane i pica,
usluga zabave, usluga rekreacije, usluga
trgovine i si.), odnosno
• turistiöki je proizvod uvijek vezan uz
neku konkretnu turisticku destinaciju,
uslijed cega se moze zakljuciti da se
konkurentnost u sferi turistickog privre-
divanja svodi, zapravo, na konkuren-
tnost sire ili uze shvacene turistiöke des-
tinacije.
Naslanjajuci se na teoretski koncept na-
cionalne konkurentnosti, te uspostavljajuci
vezu s teorijom konkurentnosti turistiöke
destinacije, cilj je ovog rada da (i) analizira
bitne postavke nâ  kojima se temelje glo-
balno poznati konceptualni modeli konku-
rentske sposobnosti turistickih destinacija te
propita mogucnost njihove operacionaliza-
cije u svakodnevnom zivotu, (ii) kritiöki sa-
gleda znacajke pojedinih empirijskih mo-
dela razvijenih za potrebe utvrdivanja i/ili
usporedbe razina konkurentnosti turistickog
privredivanja u pojedinim zemljama te
ukaze na u njima inkorporirana ogranicenja
kako metodoloskog, teJso i konceptualnog
karaktera, (iii) upozori na razliku izmedu
indikatora konkurentske sposobnosti (koliko
je neka destinacija konkurentna), odnosno
cinitelja koji doprinose povecanju konku-
rentske sposobnosti (zasto je neka destina-
cija konkurentna), odnosno (iv) istakne pot-
rebu za uvodenjem promjena u dosadasnji
nacin empirijskog utvrdivanja razine konku-
rentske sposobnosti pojedinih turistickih de-
stinacija kao bitnog preduvjeta za proak-
Nevertheless, in order to address the is-
sue of competitiveness in the sphere of
tourism, two important facts should be
pointed out:
• unlike the result of other (traditional)
economic activities, the "tourism pro-
duct" represents an aggregate category
(offering accommodation, food & beve-
rage services, entertainment, recreation,
shopping, and so on), and
• the tourism product is always associated
with a certain destination, which leads to
the conclusion that competitiveness in
the sphere of tourism actually boils
down to the competitiveness of the bro-
ader or narrower perception of the tou-
rist destination.
Relying on the theoretical concept of
national competitiveness, and establishing a
link with the theory of tourist destination
competitiveness, the aim of this paper is: (i)
to analyze the key precepts upon which the
globally recognized conceptual models of
destination competitiveness are based, and
investigate the possibility of their practical
implementation for "real life" purposes; (ii)
to critically review the characteristics of
most widely used empirical models devel-
oped for assessing and/or comparing tour-
ism competitiveness of various countries,
and to reveal their built-in limitations not
only of methodological but also of concep-
tual character; (iii) to point out the differ-
ence between the indicators of competitive-
ness (the level of a destination's competi-
tiveness) and the factors contributing to the
enhancement of competitiveness (what
makes a destination competitive); and (iv)
to emphasize the need to change the current
approach to a tourist destination competi-
tiveness assessment as a key prerequisite for
a more proactive management of the desti-
nations' competitive capacity.
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Kad je rijec o konkurentnosti na mikro
razini (poduzece), ekonomska je teorija je-
dinstvena u ocjeni da je konkurentno podu-
zece ono koje proizvodi proizvode i/ili us-
luge superiome kvalitete i uz nize jedinicne
troskove od svih drugih poduzeca u rele-
vantnom konkurentskom okruzenju, pri
cemu svojim vlasnicima osigurava dugoro-
cno odrzive povrate koji nadmasuju povrate
konkurentskih poduzeca. Na razini podu-
zeca, "konkurentnost je sposobnost osmis-
ljavanja, proizvodnje i iznosenja na trziste
proizvoda i/ili usluga cije cjenovne i ne-cje-
novne kvalitete predstavljaju atraktivniji
skup koristi od onih koje nude druga podu-
zeca" (World Competitiveness Report,
1991).
S druge strane, kad je rijec o deñniranju
konkurentnosti nacionalnog gospodarstva (a
sto se moze gotovo u cijelosti primijeniti i
na pojedine njene uze geografske cjeline -
regije, odnosno gospodarske grane ili sek-
tore), definicije variraju od gotovo banalnih,
kao npr:
"konkurentnost neke zemlje/gospo-
darskog sektora predstavlja sposobnost






neke zemlje/gospodarske grane i/ili
sektora da osmisli, proizvede, distribu-
ira i/ili servisira proizvode sposobne za
medunarodnu trzisnu utakmicu, ostva-
rujuci pritom rastuce prinose na pre-





When referring to the competitiveness
on the micro-level (corporate sector), the
economic theory is consistent with the as-
sessment that a company, in order to be
competitive, must manufacture products
and/or services of superior quality at unit
costs lower than those of other competing
companies, whilst providing its owners
sustainable returns that exceed those of
competing companies. In other words, at
company level, "competitiveness is the
ability to conceive, produce, and supply the
market with products and/or services whose
price and non-price features represent a
more attractive package than those offered
by other companies" (World Competitive-
ness Report, 1991).
On the other hand, when addressing the
issue of national competitiveness (which
can fully be applied to competitiveness of
regions, industrial branches or economic
sectors within a country), the definitions
vary, from the virtually banal, such as:
"The competitiveness of a coun-
try/economic sector is its ability to
achieve sustained high rates of growth
in GPD per capita" (Global Competi-
tiveness Report, 1996);
to those more sophisticated, like:
"National (industrial branch or sec-
tor) competitiveness refers to a coun-
try's (industrial branch's or sector's)
ability to create, produce, distribute
and/or service products in international
trade while earning rising returns on its
resources" (Scott and Lodge, 1985);
"Competitiveness is the degree to
which a nation (industrial branch, re-
gion) can, under free trade and fair
market conditions, produce goods and
services which meet the test of interna-
tional markets, while simultaneously
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"konkurentnost neke zemlje/gospo-
darske grane i/ili sektora predstavlja
stupanj do kojeg ista, u uvjetima slobo-
dne trzisne utakmice, moze proizvesti
dobra i usluge koja prolaze test medu-
narodnog trzista, dugorocno odrzava-
juci i povecavajuci realna primanja lo-
kalnog stanovnistva/zaposlenih"
(OECD, prema Garelli, 2002).
Kako svjetsko gospodarstvo u uvjetima
globalizacije karakterizira postojanje sve
veceg broja eksteritorijalnih multinacional-
nih korporacija, kao i sve slobodniji protok
ideja, sustava vrijednosti, ljudskog kapitala,
poslovnih procedura i tehnologija, medudr-
zavne granice sve vise gube smisao. Samim
tim, logicno je zakijuciti da bi i definicije
korporativne i nacionalne konkurentnosti
trebale medusobno konvergirati. Naime, i
nacije i poduzeca (korporacije) imaju zap-
ravo isti zadatak: moraju upravljati skupom
kompetencija, vjestina i resursa na nacin da
osiguraju prosperitet (za drustvo u cjelini),
odnosno profit (za svako pojedinacno podu-
zece). Kako. konkurentnost na obje poj-
movne razine objedinjuje ucinkovitost (do-
stizanje postavljenih ciljeva uz najnize tros-
kove) i efektivnost (lucenje bitnog od nebit-
nog, odnosno postavljanje relevantnih raz-
vojnih ciljeva), sljedeca definicija konku-
rentnosti, a koja obuhvaca kako nacionalnu,
tako i gransku, odnosno korporativnu ra-
zinu, cini se teoretski najprihvatljivijom:
"Konkurentnost predstavlja sposob-
nost neke zemlje (gospodarske grane i/ili
sektora, odnosno poduzeca) da stvori i
odrzava gospodarsko (poslovno) okru-
zenje koje omogucava ne samo pove-
cano stvaranje dodatne vrijednosti, vec i
veci prosperitet za lokalno stanovnistvo
(zaposlene), uvazavajuci zateceno stanje
resursne osnove i mjere ekonomske po-
litike" (Garelli, 2006).
Sazimajuci prethodna razmatranja moze
se zakijuciti da je gospodarska konkuren-
maintaining and expanding the real in-
comes of its people over the long-run"
(OECD, after Garelli, 2002).
As the world economy is nowadays,
more than ever, characterized by the exis-
tence of a growing number of exterritorial
multinational corporations, as well as an in-
creasingly free fiow of ideas, value systems,
human capital, business processes and/or
technologies, national boundaries are gradu-
ally losing their significance. It is therefore
logical to conclude that the definitions re-
garding competitiveness on both, corporate
(micro) and national (macro) level should
converge. Namely, the nations and the com-
panies (corporations) actually have the same
task - the task to manage the available set of
competencies, skills and resources in a
manner that will ensure prosperity (for the
society in general) and profit (for each indi-
vidual company). Since competitiveness on
these two conceptual levels combines effi-
ciency (reaching the set targets at the lowest
possible cost) and effectiveness (distin-
guishing the essential from the nonessential
and setting relevant development targets),
the following definition on competitiveness,
which encompasses the national, the branch
and the corporate level, seems to be the
most acceptable:
"Competitiveness represents the
ability of a country (industrial branch or
sector or company) to create and main-
tain an economic (business) environ-
ment that enables not only value added
creation, but also rising prosperity of
the local people (employees), in a man-
ner respecting the core resources and
measures of the economic policy" (Ga-
relli, 2006).
Summarizing the previous considera-
tions, one can conclude that competitiveness
on the national level is the result of inter-
acting factors that infiuence: a) economic
performance of the corporate sector (profit-
134 Acta turistica. Vol 21 (2009), No 2, pp 123-250
tnost na nacionalnoj razini rezultat meduso-
bne interakcije cinitelja koji utjecu na: a)
ekonomske performanse korporativnog
sektora (profítabilnost, produktivnost, gene-
riranje primitaka, organski rast i sL), b)
ucinkovitost javnog sektora (stvaranje pozi-
tivnog ozracja za razvoj poduzetnistva i
privlacenje kapitala, obrazovni sustav i si.),
c) prevladavajucu poslovnu klimu (poslovna
etika, prevladavajuci poslovno-upravljacki
model, povjerenje, timski rad i si.), odnosno




Odrednice fenomena konkurentnosti na
makro i mikro razini predstavljaju logicno
ishodiste za pristupanje problematici konku-
rentnosti u sferi turizma, neovisno o cinje-
nici da je privredivanje u domeni turizma
vrlo specificno ponajvise zbog cinjenice da
objedinjava cijeli niz medusobno uvjetova-
nih gospodarskih aktivnosti, uslijed cega se,
na razini svake turisticke destinacije namece
potreba uspostavljañja sto cjelovitijeg tzv.
turistickog lanca vrijednosti (Yilmaz i Bi-
titci, 2006). U cilju boljeg razumijevanja
problematike turisticke konkurentnosti neke
zemlje (regije, podrucja) potrebno je ukazati
na kljucne specificnosti turistickog privre-
divanja.
Za razliku od dmgih (tradicionalno
shvacenih) gospodarskih djelatnosti, a koje
karakteriziraju nácela transparentnosti', in-
kluzivnosti^ i ekskluzivnosti^ odnosno ja-
sno prepoznatljivi finalni proizvodi (auto-
mobil, cipela, jogurt, koncert), bitna zna-
ability, productivity, generation of cash, or-
ganic growth, and so on); b) the efficiency
of the public sector (creation of a climate
supporting the development of enterprise
and attraction of capital, educational system,
and similar); c) the predominant business
climate (business ethics, prevailing business
management practices, confidence, team-
work, and similar), and d) the availability of




The factors determining competitiveness
on a country level, as well as on level of a
business entity seem to be a logical and
most obvious starting point in approaching
the issue of competitiveness in the sphere of
tourism, regardless of the fact that tourism
represents a highly specific field of eco-
nomic activity. Namely, since it encom-
passes a variety of highly related and mutu-
ally dependent individual products and/or
services, one should associate tourism com-
petitiveness on a national (regional, local)
level with the development of a distinctive
and comprehensive tourism value chain
(Yilmaz, & Bititci, 2006). In order to be
able to tackle the issue of tourism competi-
tiveness on a country (regional) level, one
needs to be aware of some specific features
of the tourism business.
Namely, unlike other (traditionally per-
ceived) economic activities characterized by
the principles of transparency', inclusivity^
and exclusivity'', and resulting in broadly
recognizable- final products (cars, shoes.
U smislu da svi sudionici toino znaju tko su potencljalni kupci, a tko konkurentni proizvodaôi.
All participants know exactly who the potential customers are, and who are the competing producers.
U smislu da svaki proizvodai/dobavljaö odredenog proizvoda predstavlja konkurenciju ostalima.
Every producer/supplier of a product represents competition to the others.
U smislu da ne postoji konkurentska borba izvan prethodno definiranog trziSnog okvira (npr. automobili ne
konkuriraju jahtama ili putu oko svijeta).
No competition exists outside the scope of the defined markets (e.g., cars do not compete with yachts or a trip
around the world).
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cajka koja turisticko privredivanje cini spe-
cificnim proizlazi iz cinjenice da je tzv. "tu-
risticki proizvod" agregatna kategorija,
odnosno, amalgam velikog broja razlicitih
individualno kreiranih i ponudenih (usluz-
nih) proizvoda (Murphy i ostali, 2000: 44).
Medusobno kombiniranje, variranje,
grupiranje i/ili doziranje razlicitih pojedina-
cnih (usluznih) proizvoda razlicitih proiz-
vodaca (ponudaca), s ciljem i na nacin koji
ce maksimaino udovoljavati razlicitim (po-
sve individualiziranim) osobnim preferen-
cijama potencijalnih korisnika, rezultira us-
postavom mnostva razlicitih tzv. turistickih
lanaca vrijednosti. Upravo mogucnost si-
multane uspostave mnostva razlicitih, per-
sonaliziranih, turistickih lanaca vrijednosti
uvjetuje jedinstvenost i neponovljivost sva-
kog pojedinacnog turistickog dozivljaja. Sto
je, pritom, ponuda turistickih (usluznih)
proizvoda, a time i potencijalnih turistickih
dozivljaja bogatija i raznovrsnija, odnosno
sto je veci broj individualnih ponuditelja
usluga ukljucen u formiranje turistickog
lança vrijednosti, to je konkretni turisticki
proizvod trziâno korikurentniji. U tom se
kontekstu moze govoriti o turistickim klas-
terima (Bordas, 1994). Rijec je o geografs-
kim koncentracijama turistickih atrakcija,
srodnih poduzeca, organizacija i drugih in-
stitucija direktno ili indirektno povezanih s
destinacijskim turistickim proizvodom
(Porter, 1998; Porter, 2000).
Druga bitna diferentia specißca turistic-
kog privredivanja odnosi se na cinjenicu da
je odredeni "turisticki proizvod" uvijek ve-
zan uz neku konkretnu turisticku destina-
ciju. Turisticka destinacija predstavlja jasno
omedeno geografsko podrucje kojim se
moze djelatno upravljati, odnosno unutar
kojeg potencijalni posjetitelji (turisti) uzi-
vaju razlicite vrste turistickih iskustava (do-
zivljaja). Ritchie i Crouch (2000) definiraju
konkurentnost u turizmu kao:
• "sposobnost povecavanja turistickih pri-
mitaka, povecanog privlacenja posjeti-
telja i rasta profitabilnosti kao rezultat
yoghurts, concerts), the specific feature of
the tourism business arises from the fact that
the so-called "tourism product" is an
aggregate category, combined of various
individually created and marketed (service)
products (Murphy, et al., 2000, p. 44).
Combining, grouping or varying quanti-
ties of a variety of individual (service)
products of different providers, with the aim
and in a way to satisfy the diverse and
highly individualized preferences of poten-
tial customers, results in the development of
a great variety of mutually competing tour-
ism value chains. The very possibility of
simultaneous establishment of a variety of
different, highly personalized tourism value
chains results in the uniqueness of each par-
ticular tourism experience. Hence, the more
varied the tourism (service) products or
tourism experiences are, or the greater the
number of individual service providers par-
ticipating in the creation of a tourism value
chain, the more competitive will be the par-
ticular tourist destination. It is in this con-
text that one should mention tourism clus-
ters (Bordas, 1994). A tourism cluster is the
geographical concentration of tourist attrac-
tions, associated companies, organizations
and institutions directly or indirectly en-
gaged in formation of a destination's tour-
ism product (Porter, 1998; Porter, 2000).
Another key diferentia specißca of the
tourism business refers to the fact that each
"tourism product" is always associated with
a certain destination. A tourist destination is
a well defined geographical area that can be
actively managed, and within which the
potential visitor (tourist) enjoys various
types of tourist experiences. In this context
Ritchie and Crouch define tourism competi-
tiveness as:
• "the ability to increase tourism expendi-
ture, to increasingly attract visitors
while providing them with satisfying,
memorable experiences and to do so in a
profitable way, while enhancing the
well-being of destination residents and
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osiguravanja (ponude) dozivljaja za
pamcenje. vodeci istodobno racuna o
kvaliteti zivota lokalnog stanovnistva i
ocuvanju resursne osnove destinacije za
buduca pokoljenja ".
Na istom je tragu i sljedeca definicija
konkurentnosti u turizmu:
"sposobnost destinacije da kreira i
integrira proizvode dodane vrijednosti
koji cuvaju resursnu osnovu. uz istodo-
bno zadrzdvanje postojeceg trzisnog
polozaja u odnosu na druge destinacije
realnog konkurentskog kruga" (Hassan.
2000:239)
Konkurentnost u turizmu objedinjava
nekoliko dimenzija: ekonomsku, socio-kul-
tumu, ekolosku i politicku (Ritchie i Cro-
uch, 2000: 5). Upravo iz tog razloga ne
predstavlja nikakvo iznenadenje da je u turi-
stickoj sferi konkurentnost prerasla u cen-
tralnu tocku ekonomske politike na razini
destinacije. Paralelno, s rastom turisticke
aktivnosti, a time i konkurentske borbe
medu turistickim destinacijama, turisticka
politika (Goeldner i ostali, 2000) "mora se
fokusirati na poboljsanje konkurentske spo-
sobnosti na nacin da stvori institucionalni
okvir prikladan da motri, kontrolira i pove-
cava kvalitetu i ucinkovitost turistickog go-
spodarstva, uz istodobnu zastitu resursne
osnove destinacije".
Konkurentnost turisticke destinacije, bas
kao i na razini nacionalnog gospodarstva,
zapravo se svodi na stvaranje adekvatnog i
poticajnog institucionalnog okvira i/ili gos-
podarskog okruzenja u kojem ce, u jasno
propisanim uvjetima, bujati poslovne aktiv-
nosti broj nih privatnih poduzetnika. Kod ra-
zmatranja probíematike konkurentnosti turi-
stickih destinacija bitno je razlikovati tzv.
indikatore konkurentske sposobnosti (koliko
je neka destinacija konkurentna) i cinitelje
koji doprinose povecanju njene konku-
rentske sposobnosti (zasto je neka destina-
cija konkurentna). Indikatori konkurentske
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preserving the natural capital of the
destination for future generations"
(Ritchie, & Crouch, 2000).
Along the same lines is the following
definition of tourism competitiveness:
• "the ability of a destination to create
and integrate added value products that
sustain its resources while maintaining
market position relative to other com-
peting destinations" (Hassan. 2000:
239).
Since tourism competitiveness accounts
for several dimensions: economic, socio-
cultural, environmental, and political
(Ritchie, & Crouch, 2000, p. 5), it has be-
come the central point of a destination's
economic policy. In parallel, as tourism ac-
tivity intensifies and competition increases,
the tourism policy (Goeldner et al., 2000)
"has to focus on improving competitiveness
by creating a statutory framework to moni-
tor, control and enhance quality and effi-
ciency in the tourism business, preserving,
at the same time, the destination's core re-
sources".
The competitiveness of a tourist desti-
nation, just like at the national econoniy
level, actually boils down to the creation of
a suitable and motivating statutory frame-
work and/or economic environment in
which, under clearly prescribed conditions,
the business activities of numerous private
enterprises can blossom. In addressing the
issue of destination competitiveness, how-
ever, it is essential to distinguish between
the so-called indicators of competitive abil-
ity (the level of a destination's competitive-
ness) from the factors enhancing its com-
petitive capacity (what makes a destination
competitive).
By their very nature, indicators of a des-
tination's competitive ability are static and
indicate the performance of a destination
within a certain timeframe ("snapshot").
The factors contributing to a destination's
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sposobnosti statickog su karaktera i ukazuju
na performanse neke destinacije u nekoj je-
dinici vremena ("snapshot"). Cinitelji koji
doprinose povecanju konkurentske sposob-
nosti predstavljaju dinamicku kategoriju ci-
jim se djelovanjem konkurentska sposob-
nost odredene turisticke destinacije, s proto-
kom vremena, moze povecavati ili smanji-
vati. Samim tim, na vecinu ovih cinitelja
moze se djelovati adekvatnim mjerama gos-
podarske politike i/ili mjerama u sferi desti-
nacijskog menadzmenta.
Iako danas postoji veliki stupanj podu-
damosti u stavovima vodecih teoreticara tti-,
rizma, kad je rijec o elementima o kojima
ovisi konkurentnost turisticke destinacije
(dinamicki kontekst), a sto je ponajvise re-
zultat dobro osmisljenih teoretskih modela
nekolicine autora (Hassan, 2000; Ritchie i
Crouch, 2003; Dwyer i Kim, 2003; Heath,
2003), ipak valja konstatirati da su takvi
modeli ponajvise konceptualnog karaktera
te da, zbog kompleksnosti u pristupu, nisu
previse podesni za ucinkovitu operacionali-
zaciju u prakticne svrhe tj. za egzaktno i
brzo utvrdivanje dostignute razine konku-
rentnosti konkretne turisticke destinacije
("snapshot"). Iako, doduse, neki autori
(Dwyer i Kim, 2003), predlazu konkreme
indikatore (pokazatelje) podesne za mjere-
nje (ocjenjivanje) pojedinih komponenti de-
stinacijske konkurentnosti, pri cemu su neki
kvantitativne, a neki kvalitativne prirode,
izrazita kompleksnost modela ima za pos-
ljedicu potrebu prikupljanja podataka o og-
romnom broju vise ili manje relevantnih
pokazatelja, bez mogucnosti utvrdivanja
njihovih pojedinacnih doprinosa destinacij-
skoj konkurentnosti.
S druge strane, u zelji da se omoguce
kvalitetne medunarodne komparacije dosti-
gnute konkurentske sposobnosti pojedinih
zemalja kao turistickih destinacija te da se,
na toj osnovi, uspostave preduvjeti za vode-
nje kredibilne destinacijske politike, razvi-
jeno je nekoliko empirijskih modela desti-
nacijske konkurentnosti (WES, 1994; Goo-
competitiveness represent a dynamic cate-
gory that influence, over time, the increase
or reduction of a tourist destination's com-
petitive capacity. Thus, it is possible to
control a majority of these factors with ap-
propriate economic policy or destination
management measures.
Due primarily to the efforts of several
authors (Hassan, 2000; Ritchie, & Crouch,
2003; Dwyer & Kim, 2003; Heath, 2003),
there does not seem to be much disagree-
ment among leading tourism theoreticians in
reference to the factors determining desti-
nation competitiveness (in the dynamic
context). Nevertheless, one can still argue
that the globally accepted theoretic models
dealing with the issue of tourist destination
competitiveness are mostly conceptual in
nature. Namely, due to their complexity,
these models are not suitable for effective
practical implementation, especially in the
sense of providing an objective and reliable
"snapshot" of the current competitive ca-
pacity of a particular tourism destination.
Indeed, although some authors (Dwyer &
Kim, 2003) suggest concrete indicators suit-
able for assessing (evaluating) individual
components of destination competitiveness,
some of which are quantitative and others of
a qualitative nature, the complexity of the
models imposes the need to gather data on
an enormous number of more or less rele-
vant indicators without the possibility of
determining their individual contribution to
destination competitiveness.
On the other hand, in the desire not only
to facilitate appropriate comparisons be-
tween the current competitive capacity of
particular countries as tourist destinations,
but also to establish necessary preconditions
to establish credible destination policies,
several empirical models of destination
competitiveness have been developed
(WES, 1994; Gooroochurn & Sugiyarto
(WTTC), 2005; World Economic Forum,
2008). Despite a certain degree of corre-
spondence with the precepts of the much
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roochurn i Sugiyarto (WTTC), 2005; Worid
Economic Forum, 2008). Iako se ovi empi-
rijski modeli u odredenoj mjeri podudaraju s
postavkama znatno slozenijih konceptualnih
modela, oni ih, u pravilu, bitno pojednos-
tavljuju, pri öemu se u izboru pokazatelja
konkurentske sposobnosti previse oslanjaju
na pokazatelje tzv. drustveno-gospodarske
razvijenosti.
Pregled najvaznijih konceptualnih mo-
dela koji definiraju kontekst u kojem valja
analizirati konkurentnost turisticke destina-
cije, kao i prikladnih empirijskih modela za
ocjenu i/ili usporedbu dostignute razine
konkurentnosti razlicitih turistickih destina-
cija navode se u nastavku.
3.1. Konceptualno-teoretski modeli
konkurentnosti
Model Ritchie i Crouch
Model Ritchie-a i Crouch-a (Ritchie i
Crouch, 2003) predstavlja, po prevladavaju-
cem misljenju struke, jedan od teoretski
najutemeljenijih modela za razmatranje
problematike konkurentnosti turisticke des-
tinacije.
Uz komparativne prednosti, koje odra-
zavaju bogatstvo i raspolozivost razvojnih
cinitelja, odnosno konkurentske prednosti,
koje su rezultat njihovog ucinkovitog kori-
stenja, Ritchie i Crouch smatraju da kvali-
teta turistickih resursa i atrakcija predstavlja
srz destinacijske privlacnosti i glavne mo-
tive dolaska u neku destinaciju. Osim njih,
za konkurentnost turistiéke destinacije bitni
sui:
• destinacijska politika, planiranje i raz-
voj,
• destinacijski menadzment,
• kvalificirajuci cinitelji (koji pojaôavaju
konkurentnost),
• podrzavajuci cinitelji i/ili resursi
Destinacijska politika, planiranje i raz-
voj odnosi se na cijeli niz aktivnosti koje su
more complex conceptual models, the em-
pirical models tend to simplify them signifi-
cantly. Further, the choice of destination
competitiveness indicators in these models
is heavily biased since most of the indica-
tors relate predominantly to the level of
socio-economic development.
A review of the most infiuential con-
ceptual models defining the context within
which to analyze tourist destination com-
petitiveness, as well as most popular em-
pirical models for destination competitive-




The Ritchie and Crouch Model
According to the opinion of the profes-
sion, the model developed by Ritchie and
Crouch (Ritchie & Crouch, 2003) represents
one of the theoretically best founded ap-
proaches to underpin the complexity and
underlying principles of destination com-
petitiveness.
In addition to comparative advantages,
refieciing the variety and accessibility of
existing development factors, as well as the
competitive advantages resulting from their
efficient deployment, Ritchie and Crouch
suggest that the quality of tourism related
resources/attractions represent the core of
the destination's market appeal and the pri-
mary motive to visit a destination. Apart
fi-om these, a destination's competitiveness
also largely depends on:
• destination's policy, planning and devel-
opment,
• destination's management,
• qualifying factors (which amplify the
competitivness level),
• supporting factora and/or resources
Destination policy, planning and devel-
opment involve an entire set of activities
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rezultat intelektualne aktivnosti donositelja
odluka na razini svake destinacije, a sto im-
plicite ukazuje na cinjenicu da se visoko
konkurentnom destinacijom ne postaje slu-
cajno. Potrebna je primjerena razvojna vi-
zija i "skup odredbi, pravila, preporuka, di-
rektiva, te, razvojno/promidzbenih ciljeva i
strategija unutar kojih se donóse sve kolek-
tivne i pojedinacne odiuke od direktnog ut-
jecaja na razvoj destinacije" (Goeldner i
ostali, 2000). Stratesko planiranje predstav-
lja kamen temeljac uspjesne destinacijske
politike.
Destinacijski menadzment odnosi se po-
najvise na razlicite aktivnosti na mikro ra-
zini kroz koje svi dionici, na dnevnoj os-
novi, ispunjavaju svoje individualne i ko-
lektivne obveze kako bi se ostvarila pretho-
dno utvrdena destinacijska razvojna vizija.
Uspjesan destinacijski menadzment podra-
zumijeva vjestine poslovnog upravljanja us-
kladene sa sposobnoscu upravljanja okoli-
§em.
Kvalificirajuci cinitelji, odnosno cinitelji
koji pojacavaju konkurentnost odnose se na
one cinitelje na koje sama destinacija ima
mali ili nikakav utjecaj, a koji mogu poja-
cati, modificirati i/ili usmjeriti njenu konku-
rentsku sposobnost.
Podrzavajuci öinitelji i/ili resursi preds-
tavljaju temelj na kojima se uspostavlja us-
pjesna turisticka industrija. Njihov nedosta-
tak, u pravilu, predstavlja, ogranicenje usli-
jed kojeg odredena turisticka destinacija ne
privlaci posjetitelje u dovoljnoj mjeri.
Konacno, autori ovog modela isticu da
na konkurentnost neke turisticke destinacije
snazno utjecu i globalno (makroekonom-
sko), kao i konkurentsko (mikroekonomsko)
okruzenje. Kad je rijec o globalnom okruze-
nju, od interesa su osobito ekonomski, poli-
ticki i socio-kultumi cinitelji, ali i cinitelji
koji SU povezani s klimom, demografskim
kretanjima, okolisem, tehnologijom i si. Is-
todobno, konkurentsko (mikroekonomsko)
okruzenje odnosi se na akcije i/ili aktivnosti
pojedinih subjekata turistickog sustava koje.
based on the intellectual activity of decision-
makers at the level of every destination, im-
plying that a destination does not become
highly competitive by chance. It is necessary
to develop an appropriate vision and "a set of
regulations, rules, guidelines, directives, and
development^promotion objectives and
strategies that provide a framework within
which the collective and individual decisions
directly affecting tourism development
within the destination are taken" (Goeldner et
al., 2000). Strategic planning is the corner-
stone of a successful destination policy.
Destination management mostly in-
volves different activities on the micro-
level, by which all the stakeholders, on a
daily basis, give their active contribution
(individual and/or collective) to the
achievement (fulfilment) of the destina-
tion's vision. Successful destination man-
agement requires day to day management of
various businesses to be in balance with re-
sponsible environmental management.
Qualifying and amplifying determinants
of competitiveness involve factors on which
the destination has little or no influence, but
which may enhance, modify or direct its
competitive capacity.
Supporting factors and resources provide
the foundation upon which to establish a suc-
cessful tourism industry. The lack of sup-
porting factors would generally result in a
limited market appeal of a certain destina-
tion.
Finally, the authors of this model effec-
tively point out that the competitiveness of a
tourist destination is influenced strongly by
both the global (macroeconomic), and the
competitive (microeconomic) environment.
When speaking of the global environment,
of particular interest are economic, political,
socio-cultural factors, but also the factors
associated with climate, demographic
trends, environment, technology, and so on.
At the same time, the competitive (micro-
economic) environment involves the actions
and/or activities of business entities that
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U vecoj ili manjoj mjeri, direktno ili indi-
rektno, utjecu na ciljeve i aktivnosti svakog
drugog sudionika sustava. Subjekte konku-
rentskog mikroekonomskog okruzenja
predstavljaju, dakle, turisticke kompanije,
njihovi dobavljaci, posrednici, klijenti, kon-
kurentske destinacije, organizacije destina-
cijskog menadzmenta, povezani entiteti (za-
bava, trgovina i si.), kao i drugi dionici po-
vezani s turistickim privredivanjem.
Iako model Ritchie-a i Crouch-a, u teo-
retskom smislu, predstavlja vrlo dobar okvir
za razumijevanje kompleksnosti meduod-
nosa razlicitih cinitelja destinaeijske konku-
rentnosti, potrebno je istaknuti da je cijeli
niz cinitelja turisticke konkurentnosti vrlo
tesko mjeriti, cime se i aplikabilnost ovog
modela u mjerenju konkurentske sposob-
nosti turistickih destinacija i njihovim me-
dunarodnim komparacijama bitno umanjuje.
Model Dwyer i Kim
Dwyer i Kim (Dwyer i Kim, 2003) raz-
vili su integrirani moclel destinaeijske kon-
kurentnosti koji objedinjava bitne teoretske
odrednice konkurentnosti na nacionalnoj ra-
zini, konkurentnosti na razini gospodarskih
subjekata, odnosno konkurentnosti turis-
ticke destinacije.
Iako ovaj model dosta nalikuje na model
destinaeijske konkurentnosti Ritchie-a i
Crouch-a, osobito u pojmovnom smislu,
valja ipak konstatirati da postoje i odredene
konceptualne razlike. Dwyer i Kim, naime,
kao vaznu odrednicu destinaeijske konku-
rentnosti uvode i kategoriju "uvjeti potraz-
nje", odnosno prepoznaju da konkurentnost
destinacije ne predstavlja krajnji cilj eko-
nomske politike, vec samo preduvjet za osi-
guranje dugorocnog gospodarskog prospe-
riteta. Pod uvjetima potraznje autori podra-
zumijevaju: a) svijest o turistickoj destina-
ciji u ocima potencijalne potraznje, b) per-
cepcije potraznje o destinaciji, odnosno c)
preferencije potraznje. Svijest o destinaciji
generirat ce se putem adekvatnih promidz-
benih aktivnosti, sto ce povratno u ocima
more or less, directly or indirectly, infiuence
the objectives and/or activities of each
member in the tourism system. Thus, sub-
jects of the competitive microeconomic en-
virorunent are tourism companies, their
vendors, agents, customers, competing des-
tinations, destination management organi-
zations, related entities (entertainment fa-
cilities, shops, etc.), and other stakeholders
related to the tourism business.
Despite the fact that the Ritchie and
Crouch model creates a solid theoretical
framework for understanding the complex-
ity of the relations between the various de-
terminants of destination competitiveness, it
should, nevertheless, be pointed out that it is
very difficult to measure the whole set of
various tourism competitiveness determi-
nants, which thus reduces significantly the
applicability of this model in effective de-
termination of a tourist destination's com-
petitive capacity.
The Dwyer and Kim Model
Dwyer and Kim (Dwyer & Kim, 2003)
developed an integrated model of destination
competitiveness, which encompasses the key
theoretical determinants of national (country)
competitiveness, company competitiveness,
and tourist destination competitiveness.
Although the model is quite similar to
the Ritchie and Crouch destination com-
petitiveness model, especially in used ter-
minology, certain conceptual differences do
exist. Namely, as a major determinant of
destination competitiveness, Dwyer and
Kim introduce a new category - "demand
conditions". By doing so, they recognize
that destination competitiveness is not the
ultimate objective of economic policy, but
rather a prerequisite for providing long-term
economic prosperity. Under demand condi-
tions, the authors mean: a) the potential de-
mand's awareness ofthe tourist destination;
b) the demand's perception of the destina-
tion, and c) the demand's preferences.
Awareness ol" a destination is generated by
appropriate promotional activities, which in
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potraznje stvoriti odredenu percepciju o de-
stinaciji te utjecati na broj posjeta. Stabil-
nost broja posjeta (i potrosnje u destinaciji)
ovisi o uskladenosti destinacijske ponude i
preferencija posjetiteija.
Nadalje, kad je rijec o resursnoj osnovi,
Dwyer i Kim razlikuju naslijedene i krei-
rane resurse, ali i tzv. podrzavajuce cinitelje.
Dok naslijedeni resursi predstavljaju kako
prirodne (planine, jezera, plaze, klima i si.),
tako i kultume resurse (obicaji, uvjerenja,
gastronomija, jezici, religija i si.), u kreirane
resurse autori ubrajaju turisticku infra i sup-
rastrukturu, dogadanja, skup dostupnih ak-
tivnosti, zabavu i kupovinu. Konacno, podr-
zavajucu resursnu osnovu cine kapitaina in-
frastniktura, kvaliteta usluge, dostupnost
destinacije, gostoljubivost i trzisne povez-
nice.
Pod destinacijskim menadzmentom au-
tori podrazumijevaju skup cinitelja koji
mogu povecati svijest o kljucnim resursima
i atrakcijama, popraviti kvalitetu i ucinko-
vitost podrzavajucih cinitelja, odnosno
omoguciti najbolju prilagodbu razlicitim og-
ranicenjima uvjetovanim situacijskim uvje-
tima. Za razliku od Ritchija i Croucha, ovaj
model razlikuje aktivnosti destinacijskog
menadzmenta koje su u ingerenciji javnog
sektora od onih za koje je odgovoran priva-
tni sektor. Javni sektor odgovoran je za iz-
radu nacionalnih (regionalnih) strategija ra-
zvoja turizma, marketing i promidzbu (sus-
tav turistickih zajednica), nacionalne i regi-
onalne programe osposobljavanja ljudskog
kapitala, zakonodavne akte u domeni zastite
okolisa i si. Subjekti privatnog sektora imat
ce odgovomost za osnivanje razlicitih stru-
kovnih asocijacija (udruga), osiguranje pro-
grama za stjecanje konkretnih poslovnih
vjestina na radnom mjestu, ukljucivanje u
sufinanciranje razlicitih promidzbenih prog-
rama i aktivnosti i si.
Nadalje, situacijski uvjeti odnose se na
silnice u sirem ekstemom okruzenju koje
mogu utjecati na konkurentnost neke turis-
ticke destinacije. Rijec je o razlicitim gos-
tum, in the eyes of the demand, creates a
certain perception of the destination and in-
fluences the number of visits. Stable tourist
visitation (and resulting proceeds) within a
destination is conditional upon the degree of
alignment between the destination's tourism
offer and the visitors' preferences.
Furthermore, with reference to the desti-
nation's resources/attractions base, Dwyer
and Kim not only distinguish between in-
herited and created resources, but also stress
the importance of supporting factors. While
inherited resources include both natural (e.g.
mountains, lakes, beaches, climate, etc.) and
cultural resources (e.g. tradition, convic-
tions, gastronomy, language, religion), un-
der creaiöd resources the authors refer to
tourism infrastructure and superstructure,
special events, variety of available activi-
ties, entertainment and shopping. Finally,
supporting resources comprise of capital in-
frastructure, service quality, accessability,
hospitability, and market linkages.
Destination management represents a set
of activities that can enhance awareness of
the key resources/attractors, improve quality
and efficiency of the supporting factors, and
enable the best possible response to various
constraints caused by situational conditions.
In contrast to Ritchie and Crouch, this
model differentiates destination manage-
ment activities under the authority of the
public sector from those of the private sec-
tor. The public sector is responsible for cre-
ating national (regional) tourism develop-
ment, marketing and promotion strategies
(system of tourism boards), national and re-
gional staff training programmes, environ-
mental legislation, etc. On the other hand,
business entities within the private sector
should concentrate their efforts on the es-
tablishment of various professional associa-
tions, provision on-the-job training pro-
grammes for acquiring specific professional
skills, and/or financial participation in vari-
ous promotional campaigns and activities.
Under "situational conditions", the au-
thors refer to the forces in the broader ex-
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podarskim, socijalnim, kulturnim, demog-
rafskim, ekoloskim, politickim, pravno-re-
gulatomim, tehnoloskim i drugim cinite-
ljima, dogadanjima i trendovima koji utjecu
na poslovanje i poslovne rezultate razlicitih
gospodarskih subjekata na razini destinacije,
odnosno cija eventualna promjena moze
predstavljati priliku, ali i prijetnju u poslo-
vanju. Situacijski uvjeti, zapravo, korespon-
diraju tzv. kvaliñcirajucim i/ili pojacavaju-
cim ciniteljima konkurentnosti u terminolo-
giji Ritchie-a i Crouch-a.
Neovisno o cinjenici sto autori za svaki
od definiranih cinitelja konkurentnosti nude
izbor razlicitih vise ili manje prikladnih po-
kazatelja temeljem kojih bi se moglo doci
od ocjene svakog pojedinog cinitelja konku-
rentnosti, a time i cijele turisticke destina-
cije, rijec je ipak o pristupu koji nalaze kori-
stenje ogromnog broja ne uvijek raspolozi-
vih pokazatelja, pri cemu se uvijek javlja i
pitanje njihovog medusobnog relativnog
odnosa (ponderiranje) i/ili koreliranosti.
Samim tim, i za ovaj se model moze reci da
je ponajvise konceptualnog znacenja te da
bi njegova upotreba u cilju utvrdivanja kon-
kurentske sposobnosti neke turisticke desti-
nacije zahtijevala golem napor.
Model Heath
Polazeci od teze da vecina modela koji
objasnjavaju konkurentnost turisticke desti-
nacije ne omogucuju integrirani pristup raz-
licitim aspektima konkurentnosti, ne nagla-
savaju dovoljno vaznost ljudskog kapitala
kao kljucnog cinitelja konkurentnosti, odno-
sno ne posvecuju dovoljnu paznju bitnim
poveznicama (komunikacije i upravljanje
informacijama) koje valja razmatrati prili-
kom uspostave sveobuhvatnog teoretskóg
okvira za analizu odrzive destinacijske kon-
kurentnosti. Heath je artikulirao vlastiti teo-
retski model (Heath, 2003) koji se sastoji iz
cetiri kljucne komponente: temelja (kljucnih
cinitelja konkurentnosti), cementa (povez-
nica), cigli (zidova) i krova (kljucni cinitelji
uspjeha).
ternal environment that might influence
competitiveness of a destination. These in-
volve various economic, social, cultural,
demographic, environmental, political, le-
gal, regulatory, technological and other
factors, events, and trends that influence the
performance of various business entities at
the destination level, and which, if changed,
might represent a business opportunity or
threat. In fact, situational conditions corre-
spond to the qualifying and amplifying de-
terminants of competitiveness as identified
by Ritchie and Crouch.
For each of the defined determinants of
destination's competitiveness, the authors
offer a selection of more or less suitable as-
sessment indicators, use of which should
lead to the destination's competitiveness as-
sessment . Nevertheless, it is an approach
requiring a huge amount of (not always ac-
cessible) data. Further, one should raise the
question of the relative importance of vari-
ous determinants of destination competi-
tiveness (weights), as well as of their possi-
ble correlation. Therefore, this model is also
mostly of conceptual significance, and its
practical application in order to determine
the competitive capacity of a tourism desti-
nation would require a huge effort.
The Heath Modet
Starting from the view that most models
defining destination competitiveness (i) do
not enable an integrated approach to the vari-
ous aspects of competitiveness, (ii) do not
emphasize adequately the importance of hu-
man capital as the key determinant of com-
petitiveness, and (iii) do not dedicate enough
attention to essential linkages (communica-
tion and information management) that
should be considered when establishing a
comprehensive theoretical framework with
which to analyze sustainable destination
competitiveness. Heath articulated his own
theoretical model (Heath, 2003). The Heath
model comprises of four key components:
the foundation (key competitiveness factors),
the cement (ties), the building blocks, and the
roof (key success drivers).
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Temelje modela predstavljaju sljedeci ci-
nitelji: a) postojanje i upravljanje kljucnim
atrakcijama, b) optimiziranje komparativnih i
konkurentskih prednosti, c) posvecivanje pa-
znje osobnoj sigumosti i zdravlju, d) osigu-
ranje inñ'astrukture i upravljackog kapaciteta,
e) kapitaliziranje na tzv. dodavacima vrijed-
nosti (lokacija, veze s okolnim destinacija-
ma), f) osiguranje primjerenih turistickih ka-
paciteta (zrakoplovne kompanije, smjestajni
kapaciteti, distribucijski kanali), g) isticanje
elemenata koji poboljsavaju dozivljaj (gosto-
ijubivost, kvaliteta usl\izivanja, autenticnost).
Cement povezuje i spaja pojedine cinite-
lje konkurentnosti. U ovu kategoriju. Heath
ubraja: a) kvalitetne i transparentne komuni-
kacijske kanale, b) ravnotezu izmedu uklju-
cenosti dionika i beneficija koje prisvajaju, c)
sustav upravljanja informacijama, d) istrazi-
vanje i predvidanje, odnosno e) upravljanje
pokazateljima konkurentske sposobnosti.
Cigle SU neophodne da bi se turizam na
razini destinacije materijalizirao. One uklju-
cuju elemente kao sto su: a) razvoj na prin-
cipima odrzivosti (zakonodavni okvir, orga-
nizacijski i financijski okvir, resursi i spo-
sobnosti, investicijska klima, principi odrzi-
vog razvitka) odnosno b) holisticki pristup
destinacijskom marketingu i strategiji (des-
tinacijski imidz i branding, konkurentsko
pozicioniranje, ciljna trzista, inovativne
promidzbene strategije, upravljanje zado-
voljstvom gostiju).
Konacno, krov se odnosi na cinitelje kao
sto su: a) zajednicka turisticka vizija i vod-
stvo, b) kljucne vrijednosti i principi, odno-
sno c) strateski prioritet na ljudski element
(politicka volja, poduzetnistvo, fokus na
zajednicu, razvoj ljudskih potencijala).
Slicno kao i u slucaju modela Ritchie i
Crouch-a, odnosno Dwyer i Kim-a, i ovaj
model valja promatrati ponajvise kroz nje-
gov konceptualno-kognitivni doprinos, dok
je njegova primjenjivost u konkretne empi-
rijske svrhe ocjenjivanja, mjerenja i/ili me-
dusobnog usporedivanja razine destinacijske
konkurentnosti takoder vrlo upitna.
The foundations are comprised of the
following factors: existence and manage-
ment of key attractors; b) optimization of
comparative and competitive advantages; c)
concern for personal safety & security; d)
provision of infrastructure and managerial
capacity; e) capitalizing on so-called value
adders (location, ties with surrounding des-
tinations); f) provision of adequate tourism
facilitators (airliners, accommodation fa-
cilities, distribution channels); g) emphasis
on elements enhancing the experience (hos-
pitability, service quality, authenticity).
The cement binds and links the respec-
tive factors of competitiveness. In this cate-
gory. Heath includes: a) quality and trans-
parent communication channels; b) balance
between stakeholder engagement and ac-
quired benefits; c) information management
system; d) research and forecasting, and e)
competitiveness indicators management.
The building blocks are essential for the
materialization of tourism at the destination
level. They include elements such as: a)
sustainable development (legal frainework,
organizational and financial framework, re-
sources and skills, investment climate, prin-
ciples of sustainable growth), and b) a ho-
listic approach to destination marketing and
strategy (destination image and branding,
competitive positioning, target markets, in-
novative promotional strategies, visitor sat-
isfaction management).
Finally, the roof includes the factors
such as: a) common tourism vision and gov-
ernance, b) core values and principles, and
c) strategic priority of the human element
(political will, entrepreneurship, community
focus, human resources development).
Similar to the models of both, Ritchie
and Crouch, as well as Dwyer and Kim, this
model should be considered mostly for the
merit of its conceptual-cognitive contribu-
tion, while its possible application for em-
pirical purposes, such as measurement
and/or comparison of a destination's com-
petitiveness, is quite questionable.
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3.2. Empirijski modeli konkurentnosti
Model Gooroochurn I Sugiyarto
(WTTC)
Za razliku od prethodno razmatranih
konceptualnih modela, Gooroochurn i
Sugiyarto (2005) su razvili vrlo pragmatican
model za mjerenje i usporedivanje nacio-
nalne turisticke konkurentnosti na temelju
23 utvrdena indikatora (gospodarske razvi-
jenosti) klasificiranih u osam kategorija
(podrucja) i to: a) cjenovna konkurentnost,
b) otvorenost, c) tehnologija, d) infrastruk-
tura, e) turizam po mjeri covjeka, f) drus-
tveni razvoj, g) okolis, odnosno h) ljudski
potencijali. Navedeni kategorije predstav-
ijaju metodoloski okvir poznat kao Konku-
rentski monitor"*, a koji je rezultat zajednic-
kog napora WTTC-a^ i Christel DeHaan
Tourism and Travel Research Institute-a
Sveucilista u Nottinghamu.
Primjenom ovog modela, autori su "pok-
rili" preko 200 zemalja, pri cemu posebno
valja istaknuti metodolosku orijentiranost
pristupa iskljucivo na javno dostupne i me-
dusobno usporedive podatke, prethodno
objavljene u razlicitim vjerodostojnim pub-
likacijama institucija kao sto su Svjetska
banka, Ujedinjeni narodi ili UNDP.
U zelji da se iskaze razina turisticke
konkurentnosti neke zemlje u odnosu na
dmge zemlje pokrivene istrazivanjem, svi
pojedinacni indikatori destinacijske konku-
rentnosti prezentiraju se u formi indeksa.
Nadalje, svi se indikatori destinacijske kon-
kurentnosti agregiraju po pojedinim podru-
cjima u jedinstveni indeks za svako od osam
prethodno specificiranih kategorija (podru-
cja). Koristenjem osam agregatnih indeksa,
nositelji ekonomske politike u svakoj poje-
dinoj zemlji mogu lako identificirati vlastita
jaka i slaba konkurentska podrucja te, suk-




The Gooroochurn and Sugiyarto Model
(WTTC)
In contrast to conceptual destination
competitiveness models, Gooroochurn and
Sugiyarto (Gooroochurn & Sugiyarto, 2005)
developed a very pragmatic model for as-
sessing and comparing tourism competi-
tiveness among countries. The model is
based on 23 indicators of economic devel-
opment, classified into 8 categories
(themes): a) price competitiveness, b) open-
ness (to trade), c) technology, d) infrastruc-
ture, e) human tourism, f) social develop-
ment, g) environment, and h) human re-
sources. These categories represent the
methodological framework known as the
Competitiveness Monitor"*, resulting from
the joint efforts of the WTTC^ and the
Christel DeHaan Tourism & Travel Re-
search Institute of Nottingham University.
The authors applied this model to over
200 countries using exclusively the publicly
available and comparable data from various
credible publications of the institutions such
as of the World Bank, United Nations and
the UNDP.
With the aim to reveal a country's tour-
ism competitiveness relative to other coun-
tries included in the analysis, all individual
indicators of destination competitiveness are
presented in the form of an index. Further-
more, all destination competitiveness indi-
cators are aggregated into a single index for
each of the eight previously specified cate-
gories (themes). By applying the eight ag-
gregate indices, the bearers of economic
policy in every country can identify their
own competitive strengths and weaknesses,
and thus take an appropriate course of ac-
tion.
•* Ili Competitiveness Monitor
' Ili World Travel and Tourism Center
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Metodologija koju koristi ovaj model
najkrace se moze opisati u tri koraka:
• u prvom se koraku définira formula za
izracun svakog od 23 indikatora (poka-
zatelja) turisticke konkurentnosti;
• u drugom se koraku, izracunata (i/ili
statisticki ocitana) originalna vrijednost
svakog od 23 definirana indikatora (po-
kazatelja) konkurentnosti "normalizira"
u odnosu na ostale zemlje u uzorku kroz
uporabu sljedece formule:
The methodological approach of this
model can be summarized in three steps:
• In the first step, one needs to define how
to calculate each of the 23 indicators of
tourism competitiveness (a formula);
• In the second step, the calculated (and/or
statistically derived) original value of
each ofthe 23 indicators is "normalized"
relative to other countries, by applying
the following formula:
normalizacija =
stvarna vrijednost - minimalna vrijednost
najve ca vrijednost - minimalna vrijednost
Normalization =
Actual value - Minimum value
Maximum value - Minimum value
• u trecem se koraku, izracunom jednos-
tavne aritmeticke sredine normaliziranih
indikatora (pokazatelja), derivira agre-,
gatni indeks za svako od osam podrucja.
Iako bi usporedbu destinaeijske konku-
rentnosti odredene zemlje u odnosu na nje-
zin relevantni konkurentski krug u odrede-
nim slucajevima bilo dobro izraziti agregat-
nim indeksom konkurentnosti, autori to u
praksi nisu ucinili. Neovisno o tome, pred-
lozen je metodoloski pristup za uspostavu
takvog jedinstvenog indeksa kroz izracun
ponderirane aritmeticke sredine, pri cemu se
ponderi za svaku od osam kategorija konku-
rentnosti utvrduju koristenjem tzv. konfir-
macijske faktorske analize.
Model World Economic Forum-a
Pristup World Economic Forum-a
(Blanke i Chiesa, urednici, 2008) u mjerenju
konkurentnosti turisticke destinacije, a koji
je ukljuceno oko 130 zemalja svijeta te ciji
se rezultati na godisnjoj osnovi objavljuju u
publikaciji "The Travel & Tourism Compe-
. In the third step, the aggregate index for
each of the eight themes is derived by
calculating the simple arithmetic mean
ofthe normalized indicators.
Although, in certain cases, it would be
suitable to express the comparison of a
country's tourism competitiveness relative
to other competing destinations with an ag-
gregate competitiveness index, in practice
the authors did not do so. Nevertheless, they
suggest the methodological approach to es-
tablish such an aggregate index by calcu-
lating the weighted arithmetic mean,
whereby the weights for each of the eight
competitiveness themes are derived by us-
ing the so-called confirmatory factor analy-
sis.
The World Economic Forum Model
The approach of the World Economic
Forum (eds. Blanke & Chiesa, 2008) in
evaluating tourism competitiveness, encom-
passing about 130 countries worldwide, the
results of which are published annually in
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titiveness Report, vrlo je slican pristupu
Gooroochurna i Sugiyarta. Naime, utvrdi-
vanje konkurentnosti pojedinih zemalja kao
turistickih destinacija bazira se na tzv. In-
deksu turisticke konkurentnosti (Travel &
Tourism Competitiveness Index - TTCI).
Indeks se izracunava na bazi 14 tzv. "stu-
pova konkurentnosti" koje cine: politika i
regulacija, odrzivost zastite okolisa, osobna
sigumost, zdravstvena zastita i higijena, na-
cionalna vaznost turizma, zrakoplovna in-
frastruktura, kopnena prometna infrastruk-
tura, turisticka infrastruktura, ICT infras-
tniktura, cjenovna konkurentnost, ljudski
potencijali, percepcija nacionalnog turizma,
prirodni resursi, odnosno kultumi resursi).
Svi stupovi konkurentnosti razvrstani su u
tri agregatna podrucja: a) regulatomo okru-
zenje, b) poslovno okruzenje, odnosno c)
resursnu osnovu.
lako se najveci broj tzv. stupova konku-
rentnosti, odnosno pokazateija na kojima se
isti baziraju, i u ovom slucaju odnosi na po-
kazatelje generalno shvacene ekonomske
razvijenosti, specificnost ovog modela je u
cinjenici da se ocjena svakog od 14 stupova
konkurentnosti temelj i ne samo na kvantita-
tivnim pokazateljima izvedenim i/ili ocita-
nim temeljem koristenja podataka iz javno
dostupnih i objavljenih izvora (UNESCO,
UNWTO, WTTC, IATA i si.), vec i na od-
redenom broju kvalitativnih pokazateija de-
riviranih putem anketnih istrazivanja i pri-
kupljanja misljenja vodecih ljudi u turistic-
kom biznisu (tzv. "business leaders)" svake
pojedine zemlje obuhvacene istrazivanjem.
Ukupan broj kvantitativnih i kvalitativnih
pokazateija krece se na razini od oko se-
damdesetak indikatora.
U metodoloskom smislu ovaj model ta-
koder podrazumijeva tri koraka:
• prvo se definiraju relevantni pokazatelji
za svaki od izabranih 14 stupova konku-
rentnosti i nacin njihovog utvrdivanja,
nakon cega se pristupa
• utvrdivanju vrijednosti kvantitativnih i
kvalitativnih pokazateija, pri cemu se
"The Travel & Tourism Competitiveness
Report, is very similar to that of
Gooroochurn and Sugiyarto. Namely, de-
termination of a country's competitiveness
as a tourist destination is based on the so-
called "Travel & Tourism Competitiveness
Index" (TTCI). The index is calculated
based on 14 competitiveness pillars. These
are: policy rules and regulations, environ-
mental sustainability, safety and security,
health and hygiene, national importance of
travel and tourism, air transport infrastruc-
ture, ground transport infrastructure, tour-
ism infrastructure, information and commu-
nication technology (ICT) infrastructure,
price competitiveness, human capital, affin-
ity for travel & tourism, natural resources,
and cultural resources. These 14 pillars of
tourism competitiveness are classified into
three categories: a) regulatory environment,
b) business environment, and c) key re-
sources.
The majority of the competitiveness
pillars or the indicators they are based upon,
involve generally perceived economic de-
velopment indicators. However, the specific
quality of this model lies in the fact that the
evaluation of each of the 14 pillars is based
on not only quantitative indicators derived
from publicly available data or published
sources (UNESCO, UNWTO, WTTC,
IATA, etc.), but also on a certain number of
qualitative indicators derived from opinions
of the tourism business leaders in each par-
ticular country included in the survey. The
total number of quantitative and qualitative
indicators roughly amounts to seventy.
In the methodological sense, this model
also includes three steps:
• The first step is to define the relevant in-
dicators for each of the selected 14 pil-
lars, and the manner in which they are to
be determined;
• The next step is to assess the quantita-
tive and qualitative indicators, whereby
the qualitative indicators are evaluated
on a scale from 1 (worst) to 7 (best).
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kvalitativni pokazatelji ocjenjuju na
skali od 1 (najlosije moguce) do 7 (naj-
bolje moguce), dok je stvarnu vrijednost
kvantitativnih pokazatelja potrebno
"normalizirati" da bi bili usporedivi s
kvalitativniñi pokazateljima. U tu svrhu
koristi se sljedeca formula:
while the actual value of the quantitative
indicators needs to undergo "normaliza-
tion" to be comparable with the qualita-
tive indicators, using the following for-
mula:
normalizacija = 6 *
stvarna vrijednost - najmanja vrijednost
najveca vrijednost - najmanja vrijednost
+ 1
Normalization = 6 *
Actual value - Minimum value
Maximum value - Minimum value
• konacno, u trecem se koraku, primjenom
jednostavne aritmeticke sredine norma-
liziranih kvantitativnih i originalno utvr-
denih kvalitativnih pokazatelja, utvrduje
prosjecna vrijednost svakog od 14 stu-
pova konkurentnosti, svakog od 3 agre-
gatna podrucja, odnosno ukupna ocjena
zemije. Sukladno utvrdenim prosjecnim




Iako izlozeni empirijski modeli ocjenji-
vanja destinacijske konkurentnosti imaju
odredeno uporiste u ekonomskoj teoriji, ne-
ovisno je li rijec o opceprihvacenoj eko-
nomskoj doktrini, ili je rijec o teoriji konku-
rentnosti turisticke destinacije (Ritchie i
Crouch, 2003; Dwyer i Kim, 2003), radi se
ipak o pristupu koji problematici destinacij-
ske konkurentnosti prilazi ne samo izrazito
mehanicisticki i sablonizirano, vec i nedo-
voljno uvjerljivo.
Naime, trzisna pozicija neke turisticke
destinacije na globalnom trzistu predstavlja
ponajvise svojevrsnu percepciju o postoje-
cem sustavu raspolozivih turistickih doziv-
ljaja (i s tim povezanim potrosackim koris-
• Finally, the third step is to apply the
simple arithmetic mean of the quantita-
tive and originally determined qualita-
tive indicators to derive the average for
each of the 14 pillars, for each of the
three categories, and finally for the
country as a whole. The ranking of a
country is determined according to the
derived averages.
3.3. Limitations of existing empirical
models
Despite the fact that the presented em-
pirical destination competitiveness models
have their roots either in mainstream eco-
nomic principles, or in the tourist destina-
tion competitiveness theory (Ritchie and
Crouch, 2003; Dwyer and Kim, 2003,
Heath, 2003), one cannot overlook the fact
that they are not only highly mechanistic
and stereotype in approach, but also rather
unconvincing.
Namely, the position of a tourist desti-
nation in the global market mainly corre-
sponds to the specific perception of the des-
tination by the potential visitors. This per-
ception is based predominantly on the avail-
ability and/or uniqueness of tourist experi-
ences (and associated customer benefits)
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tima) koju potencijalni posjetitelji imaju o
toj destinaciji u odnosu na sve druge turis-
ticke destinacije. U tom smislu, prvi korak
prema konkurentski ucinkovitom trzisnom
pozicioniranju neke turisticke destinacije
odnosi se na definiranje sustava raspolozi-
vih turistickih iskustava i/ili dozivljaja koji
ce potencijalnim posjetiteljima biti dovoljno
privlacni da izaberu upravo tu, a ne neku
drugu raspolozivu destinaciju.
Istodobno, gotovo svaki turisticki do-
zivljaj skup je razlicitih individualnih usluga
koja se sastoje kako od opipljivih (hotelska
soba, hrana i pice, broj kultumih spomenika
i si.), tako i neopipljivih elemenata (atmos-
fera, raspolozenje, ugodaj i si.). Dok su opi-
pljivi aspekti turistickog iskustva (i/ili do-
zivljaja) ono sto se nominalno prodaje/ku-
puje, njegovi neopipljivi aspekti su ono sto
se sustavom promidzbe posebno istice kao
unikatno i neponovljivo.
Opipljivi i neopipljivi aspekti (elementi)
turistickog iskustva (dozivljaja) predstav-
ljaju, podjednako znacajne sastavnice kon-
kurentskog turistickog pozicioniranja neke
destinacije. Nacin na koji se vrsi komunici-
ranje njihovih znacajki i meduodnosa trzistu
(turoperatorima i/ili potencijalnim krajnjim
korisnicima) odreduje kreativni prostor za
osmisljavanje trzisno atraktivnog proizvod-
nog portfelja (tj. portfeija unikatnih turistic-
kih dozivljaja). Destinacijska je konkuren-
tnost, pritom, u najvecoj mjeri, izvedenica
trzisne atraktivnosti raspolozivog proizvod-
nog portfelja. Drugim rijecima, temeljnu od-
rednicu dugorocno odrzive konkurentnosti
bilo koje turisticke destinacije predstavlja
ponajvise mogucnost njenog ucinkovitog di-
ferenciranja od potencijalno konkurentskih
destinacija kroz ponudu veceg ili manjeg
broja emotivno nabijenih turistickih doziv-
ljaja (Pine i Gilmore, 1999) koje je tesko (ili
nemoguce) imitirati. Sukladno tome, a usli-
jed cinjenice da:
• svjetsku turisticku potraznju, uslijed
brzo rastuceg veceg broja tzv. iskusnih,
sofisticiranih putnika, sve vise obilje-
relative to other tourist destinations. Having
this in mind, the first step toward a com-
petitive market positioning of a destination
involves the creation of a set of tourist ex-
periences attractive enough to persuade po-
tential visitors to choose that particular des-
tination over other competing ones.
At the same time, almost every tourist
experience is a mix of individualized ser-
vices comprising of both, tangible (hotel
rooms, food & beverage services, cultural
events, historic monuments, etc.), and in-
tangible elements (ambiance, impression,
feeling etc.). While the tangible elements of
a tourist experience are what is nominally
being sold or purchased, its intangible ele-
ments are what the destination's promo-
tional system typically emphasizes as
unique and/or unbeatable.
Tangible and intangible elements of a
tourist experience represent, therefore,
equally relevant constituents of a tourist
destination's competitive positioning. The
manner in which their features and relations
are communicated to the market (tour-op-
erators or potential customers) defines the
creative space for developing an appealing
product portfolio (a portfolio of unique
tourist experiences). Thus, a destination's
competitiveness is predominantly a refiec-
tion of the appeal of its product portfolio to
potential visitors. In other words, the sus-
tainable competitiveness of any tourist des-
tination is basically determined by its ability
to effectively distinguish itself from com-
peting destinations by means of a particular
set of emotion-driven tourist experiences
(Pine, & Gilmore, 1999) that are hard (or
impossible) to imitate. In this regard, and
since:
• the global tourism demand, due to the
fast growing number of experienced, so-
phisticated travellers, is increasingly
characterized by the preference towards
less known, faraway, "exotic", thus gen-
erally less economically developed des-
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zava preferencija prema slabije poznatim
udaljenim, "egzoticnim", u pravilu, ma-
nje ekonomski razvijenim destinacijama
(European Travel Commission, 2005),
• sve veci broj potencijalnih tudstickih
potrosaca pojacano tezi prema autentic-
nom turistickom dozivljaju, pri cemu
istodobno raste odbojnost prema svemu
sto je umjetno i standardizirano (Euro-
pean Travel Commision, 2005);
• na svijetu ne postoje dvije turisticke des-
tinacije s jednakim privlacnim potenci-
jalom i/ili strukturom svoje resursno-at-
rakcijske osnove, s identicno komponi-
ranom strukturom destinacijskog tzv. tu-
ristickog lanca vrijednosti, odnosno s
istovrsnom paletom turistickih dozivljaja
koje je na toj osnovi moguce ponuditi;
kao i uslijed cinjenice da
• u slucaju sve veceg broja kako hotelskih,
tako i drugih objekata turisticke supras-
trukture, bez obzira na mnoge prethodno
istaknute "egzaktne" paramètre, presu-
dnu ulogu u donosenju odiuke o dolasku
(provodenju odmora) imaju (mi-
kro)lokacija, vanjski i unutamji dizajn,
toplina, ugodaj kao i (osebujni) odnos
prema gostu,
moze se zakljuciti da ce za konkurentnost
neke turisticke destinacije biti sve manje
presudno jesu li pojedini indikatori gene-
ralno shvacene gospodarske razvijenosti na
visem ili nizem stupnju, a sto se ponajvise
temelj i na ekonomskoj doktriiii tzv. "racio-
nalnih ocekivanja" (Sargent i Lucas, 1981).
Istodobno, za konkurentnost turistickih des-
tinacija sve ce presudnije biti koliku razno-
vrsnost, koliki stupanj unikatnosti, odnosno
koliki intenzitet pojedinacnih turistickih do-
zivljaja ista moze ponuditi u odnosu na
druge dostupne destinacije. Samim tim, ne-
ovisno o cinjenici sto se iz krute socio-eko-
nomske, pravno-politicke, kultumo-civiliza-
cijske i/ili neke druge Perspektive moze reci
da je odredena turisticka destinacija cje-
tinations (European Travel Commission,
2005);
• tourists are increasingly searching for an
authentic experience, which leads to an
aversion of anything artificial and stan-
dardized (European Travel Commission,
2005);
• it is not likely that any two tourist desti-
nations might have (i) an identical mar-
ket appeal, (ii) identical capacity to at-
tract visitors, (iii) identical structure of
key resources/attractions, (iv) identically
composed structure of the tourism value
chain, and/or (v) an identical set of
available tourist experiences;
• in the situation of a rapid increase in the
number of hotels and other facilities of
tourism superstructure, regardless of the
"exact and measurable" parameters, the
decisive role in the decision to stay in a
certain facility is ever more so being at-
tributed to the facility's (micro)location,
external and internal design, warmth,
ambiance, as well as the (distinctive) at-
titude toward the guest,
it may be assumed that the competitiveness
of a tourist destination will decreasingly be
related to the higher or lower levels of vari-
ous indicators of the country's generally
perceived economic development status, as
might be derived from the assumptions un-
derlying the so-called "rational expecta-
tions" paradigm (Sargent & Lucas, 1981).
At the same time, the variety, uniqueness, or
intensity of particular tourist experiences,
relative to other competing destinations,
will become crucial for a destination's com-
petitiveness. Therefore, from the strictly
socio-economic, legal, political, cultural,
civilizational or any other perspective, the
fact that a tourist destination may be defined
as more price competitive, as having supe-
rior infrastructure, as more environmentally
regulated, as more developed in terms of
education provision, or more secure than
any other, does not necessarily mean that
such a destination is more competitive than
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novno povoljnija, infrastruktumo osposob-
ljenija, ekoloski reguliranija, obrazovno os-
posobljenija i/ili boravisno sigumija od neke
druge, to jos nikako ne mora znaciti da ce
takva destinacija biti konkurentnija od neke
druge u smislu da ce biti u stanju kontinui-
rano pi"ivlaciti veci broj potencijalnih posje-
titelja, ostvariti veci broj nocenja, odnosno
generirati vécu turisticku potrosnju po danu
boravka.
Razloge za to valja traziti ponajvise u
cinjenici da u uvjetima maksimalne diverzi-
fikacije potrosackih interesa, ubrzanog raz-
voja sve veceg broja novih tzv. trzisnih nisa,
odnosno maksimaino individualiziranog pri-
stupa potencijalnom kupcu turistickog do-
zivljaja, nije za ocekivati da ce sve veci broj
potencijalnih potrosaca turistickih dozivljaja
uopce tretirati pojedine elemente "egzaktno
utvrdene" destinaeijske konkurentnosti (ili
stupnja ukupne gospodarske razvijenosti)
kao osobito relevantne prilikom donosenja
odluka o mjestu provodenja svog odmora.
Sukiadno tome, ustvrditi da su odredene tu-
risticke destinacije konkurentnije od drugih
samo stoga sto su jeftinije, dostupnije, infra
i suprastruktumo opremljenije i/ili s boljim
sustavom zdravstvene skrbi te da ce uslijed
toga biti turisticki privlacnije, interesantnije
i imati veci broj posjetitelja i/ili nocenja (po
stanovniku ili jedinici kapaciteta) od desti-
nacija koje su udaljene, egzoticne, nedo-
voljno otkrivene, "divlje" i generalno gle-
dano, turisticki jos uvijek infra i supras-
truktumo "podizgradene", u najmanju je
ruku grubo pojednostavljivanje stvamosti.
Generalno gledano moze se zakljuciti da
bi u suvremenim uvjetima konkurentnost
neke turisticke destinacije valjalo sve manje
povezivati s dostignutim stupnjem njene
dmstveno-ekonomske i politicko-regula-
tome razvijenosti, a sve vise s atraktivnosóu
njenog dozivljajnog miksa, pri cemu nagla-
sak posebno valja stavljati na trzisnu atrak-
tivnost svakog pojedinog turistickog doziv-
ljaja (prikladno upakiranog u komercijalno
prijemciviji format turistickih proizvoda).
the others in the sense that it is capable of
permanently attracting a larger number of
visitors, achieving increasing number of
overnights, or generating higher levels of
tourist expenditure.
The reason for this should be sought
primarily in the fact that under conditions of
maximum diversification of consumer inter-
ests, rapid development of numerous so-
called market niches, and the ever more in-
dividualized approach to the potential buyer
of a tourist experience, it is unlikely that the
rising number of potential tourism consum-
ers will regard any particular element of the
"scientifically determined" destination com-
petitiveness (representing the overall level
of economic development) as especially
relevant when choosing where to spend
their holidays. Accordingly, claiming that
certain tourist destinations are more com-
petitive than others merely because they are
cheaper, more accessible, have superior in-
fra and superstructure, have a more ad-
vanced healthcare system, and thus are more
appealing, interesting and generate more
visitors and/or ovemights (per capita or per
accommodation unit) than other more dis-
tant, exotic, undiscovered, "wild", and eco-
nomically less developed destinations is, in
the least, a gross simplification of reality.
Generally speaking, it can, therefore, be
assumed that, under contemporary trends in
tourism demand, the competitiveness of a
tourist destination should be less associated
with the achieved levels of socio-economic,
political, and/or regulatory development,
and increasingly more with the attractive-
ness of its experiential mix. In this regard,
each of the distinctive tourist experiences
available should be highlighted and appro-
priately packaged in the form of appealing
tourism products. Such a conclusion corre-
sponds well with the theory on competitive
positioning on the micro-level (Mathur, &
Kenyon, 1998), which implies that the com-
petitiveness of each individual company
should be reflected by the different com-
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Prethodni zakljucak vrlo dobro korespon-
dira s teorijom konkurentskog pozicionira-
nja na mikro razini (Mathur i Kenyon,
1998) koja eksplicite podrazumijeva da je
konkurentnost poduzeca rezultat razlicitih
konkurentskih pozicija pojedinih njegovih
proizvoda i/ili usluga, pri cemu je konku-
rentnost svakog pojedinog proizvoda i/ili
usluge odredena kako njegovim/njenim od-
nosom s potrosacima (koje koristi se potro-
sacu nude), tako i njegovim/njenim odno-
som s istovjetnim proizvodima drugih proi-
zvodaca (superiomost ili inferiornost u od-
nosu na supstitute).
3.4. Alternativni pristup ocjeni
konkurentnosti
Kako su konceptualni modeli konku-
rentnosti turisticke destinacije, ponajvise
uslijed stavljanja naglaska na pitanje "zaáto
je neka destinacija konkurentna", previse
kompleksni i prezahtjevni za ucinkovitu
prakticnu operacionalizaciju, njihovo je
znacenje danas ponajvise akademsko-obra-
zovne naravi. Istodobno, buduci da su re-
centno razvijeni empirijski modeli bitna
simplifikacija stvamosti te da se temelje na
krivim (i/ili nepotpunim) ulaznim premi-
sama te se, generalno gledano, dominantno
oslanjaju na pokazatelje druStveno-ekonom-
ske razvijenosti, logicno je postaviti pitanje
svrsishodnosti zakljucaka i/ili preporuka na
koje koristenje ovih modela upucuje. Slije-
dom prethodnih zakljucaka nuzno se na-
mece pitanje je li uopce moguce, na suvisli
nacin, utvrditi konkurentnost neke turisticke
destinacije u odnosu na neku drugu turis-
ticku destinaciju. Odgovor na ovo pitanje
mogao bi biti uvjetno potvrdan pod pretpo-
stavkom da se utvrdivanju destinacijske
konkurentnosti pristupi na bitno drugaciji
nacin.
Pod pretpostavkom da je za utvrdivanje
konkurentske sposobnosti svake turisticke
destinacije presudna trzisna atraktivnost
njenog integralnog dozivljajnog miksa, od-
petitive positions of each of its products or
services, whereas the competitiveness of
each particular product/service depends on
its relation with the consumers (what bene-
fits it offers), and its relation with similar
products of other providers (superiority or
inferiority relative to the substitutes).
3.4. An alternative approach to
assessment of tourism
competitiveness
Since all conceptual destination com-
petitiveness models, mostly due to their em-
phasis on "what makes a destination com-
petitive", are too complex and too demand-
ing for efficient practical implementation,
their significance is mostly of an aca-
demic/educational nature. At the same time,
since the recently developed empirical mod-
els greatly simplify the reality, are based on
wrong (or incomplete) input premises, and
in general, almost exclusively rely on vari-
ous indicators of socio-economic develop-
ment, it seems only logical to question the
appropriateness of the conclusions and/or
recommendations drawn from the applica-
tion of these models. Consequently, the
question arises as to whether it is at all pos-
sible to objectively determine the level of
competitiveness of a tourist destination,
relative to other competing destinations.
The answer to this question could be condi-
tionally affirmative, provided the issue of
destination competitiveness assessment is
approached in quite a different way.
Assuming that the appeal of a destina-
tion's experiential mix or its individually
packaged market-ready tourism products is
crucial for the assessment of its competitive
capacity, the evaluation should be based on
two interconnected steps: the first step
would be to determine the competitiveness
of the destination's integral experiential
mix, followed by the second step in which
one should determine the competitiveness of
each of the destination's market-ready tour-
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nosno pojedinih, za trziste spremnih, turis-
tickih proizvoda, utvrdivanje konkurentnosti
neke turisticke destinacije valjalo bi teme-
ljiti na dva medusobno povezana koraka: u
prvom bi koraku valjalo utvrditi konkuren-
tnost intègralnog destinacijskog dozivíjaj-
nog miksa, da bi se potom u drugom koraku
prislo utvrdivanju konkurentnosti pojedinih,
trzisno spremnih, turistickih proizvoda. Ko-
nacno, i utvrdivanje konkurentnosti integ-
ralnog destinacijskog dozivíjajnog miksa,
kao i utvrdivanje ti"zisne spremnosti pojedi-
nih destinacijskih turistickih proizvoda, tre-
bali bi biti osmisljeni na nacin da pruze do-
voljno informacija za vodenje proaktivne
destinacijske politike usmjerene na uklanja-
nje eventualno uocenih nedostataka i nji-
hovo postupno unapredivanje u cilju konti-
nuiranog rasta destinacijske konkurentnosti.
Uslijed velikog broja cinitelja i/ili poka-
zatelja potencijalno relevantnih za utvrdiva-
nje konkurentnosti integralnog destinacij-
skog dozivíjajnog miksa, nemogucnosti da
se precizno definirá relativna vaznost poje-
dinih cinitelja i/ili pokazatelja (utvrdivanje
pondera), kao i uslijed cinjenice da je dopri-
nos destinacijskoj konkurentnosti svakog od
njih razlicit od slucaja do slucaja (od zemije
do zemije), odnosno da varira s protokom
vremena, valja unaprijed biti svjestan da
konkurentnost neke turisticke destinacije
nije moguce egzaktno utvrditi vec samo
procijeniti s vise ili manje tocnosti, pri cemu
ce kvaliteta procjene biti snazno pozitivno
korelirana s izborom relevantnih pokazatelja
(adekvatnost i brojnost).
Procjeni konkurentnosti dozivíjajnog
miksa neke turisticke destinacije, odnosno
pojedinih za trziste spremnih destinacijskih
proizvoda moze se pristupiti oslanjanjem
pretezito na kvantitativne ("tvrde") pokaza-
telje, oslanjanjem pretezito na kvalitativne
("meke") pokazatelje, odnosno oslanjanjem
podjednako na kvantitativne ("tvrde") i
kvalitativne ("meke") pokazatelje. Buduci
da bi konkurentnost integralnog destinacij-
skog dozivíjajnog miksa samo u relativno
ism products. Finally, assessment of the
competitiveness ofthe destination's integral
experiential mix, as well as the competitive-
ness assessment of each of its market-ready
tourism products should be designed to of-
fer sufficient information to conduct a pro-
active destination policy intended to elimi-
nate the spotted deficiencies and gradually
improve the destination's competitive ca-
pacity.
Since there are many factors and/or indi-
cators potentially relevant for the assess-
ment of competitiveness of the integral des-
tination experiential mix, and having in
mind not only the difficulty of assessing the
relative significance of individual factors
and/or indicators (weighting system), but
also the fact that the contribution of each of
these factors to a destination's competitive-
ness differs from case to case (country to
country) and varies in the course of time,
one should be very well aware of the fact
that the competitiveness of a tourist desti-
nation cannot be determined 100% cor-
rectly. It can only be estimated more or less
accurately, whereas the quality of the as-
sessment will correlate positively with the
selection of relevant indicators (adequacy
and number).
Further, the assessment of competitive-
ness of a tourist destination's experiential
mix and/or individual market-ready prod-
ucts it offers, can be approached by relying
predominantly on quantitative ("hard") indi-
cators, relying predominantly on qualitative
("soft") indicators, or relying equally on
quantitative (hard) and qualitative (soft) in-
dicators. Since the competitiveness of a
destination's integral experiential mix
should only to a minor extent be associated
with the level of its socio-economic, politi-
cal and regulatory development, and more
with the distinctive features of its core at-
tractors, as well as with the possibility to
commercialize the largest possible array of
impressive and authentic experiences, it
seems that the use of qualitative indicators
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maloj mjeri trebalo povezivati s razinom
njene drustveno-ekonomske i politiàko-re-
gulatome razvijenosti, a u znatno vecoj
mjeri sa znacajkama njene resursno-atrak-
cijske osnove, odnosno s mogucnostima za
trzisno komercijaliziranje sto je moguce
vece palete dojmljivih autenticnih doziv-
ljaja, cini se da je koristenje kvalitativnih
pokazatelja znatno prikladniji pristup, neo-
visno o nedostatku "apsolutne" objektiv-
nosti ovakvog pristupa. Naime, iako bi u ci-
lju sto je moguce vece objektivizacije "kva-
litativnog pristupa", ocjenu pojedinih ele-
menata destinacijske konkurentnosti valjalo
prepustiti reprezentativnom uzorku meduna-
rodno etabliranih strucnjaka, tesko se oteti
dojmu da ne bi bilo moguce osigurati zado-
voljavajucu razinu objektivnosti posebno u
slucaju medusobne komparacije veceg broja
zemalja. Istodobno, predlozeni bi pristup, a
pod pretpostavkom sudjelovanja istih ekspe-
rata, bio kudikamo pogodniji za medusobne
usporedbe dostignutog stupnja konkurentske
sposobnosti razlicitih turistickih regija i/ili
podrucja unutar neke zemlje.
U metodoloskom smislu prethodno ela-
borirani pristup implicira da se konkuren-
tnost kako integralnog dozivljajnog miks^,
tako i pojedinih za trziste spremnih turistic-
kih proizvoda neke zemlje kao turisticke de-
stinacije ne primjenjuje u svrhu medunarod-
nih usporedbi s drugim (potencijalno konku-
rentskim) jurisdikcijama (jer to ionako nije
moguce na zadovoljavajuci nacin), vec u
odnosu na sebe same u nekoj tocki u pros-
losti. Predlozeni pristup takoder implicira da
bi se konkurentnost neke destinacije ocje-
njivala u odnosu na percipirano idealno sta-
nje pojedinih cinitelja destinacijske konku-
rentnosti kojem valja teziti. Medutim,
buduci da ce se, paralelno s protokom vre-
mena i s tim povezanim podizanjem evalua-
cijskih kriterija, percepcija "idealnog stanja"
postupno mijenjati, za ocekivati je da ce se
ocjena konkurentne sposobnosti pojedinih
zemalja vise ili manje priblizavati "ideal-
nom stanju", pri cemu se ono nikad nece
dostici.
is more appropriate, regardless of the lack
of "absolute" objectivity of such an ap-
proach. Namely, in the aim to objectify the
"qualitative approach" as much as possible,
the evaluation of individual elements of
destination competitiveness should be dele-
gated to a representative sample of interna-
tionally renowned experts or "business
leaders". However, it is hard to shake off the
impression that a sufficient level of objec-
tivity would still not be achieved, especially
in regard to mutual comparisons of a large
number of countries. At the same time, as-
suming participation of the aforementioned
sample of experts, this approach would be
far more suited for mutual comparisons of
the current competitive capacity of various
tourism regions or areas within a single
country.
Thus, in the methodological sense, the
approach described above would require
that the competitiveness of the integral ex-
periential mix, as well as of individual
tourism products of a tourist destination
should not be applied in international com-
parisons due to the possible lack of objec-
tivity, but rather relative to a country's own
performance in the past. The described ap-
proach, therefore, implies that the competi-
tiveness of a destination be evaluated rela-
tive to the desired ideal status of each factor
of relevance for destination competitive-
ness. However, since the perception of the
"ideal status" as well as the evaluation crite-
ria are likely to elevate over time, it is to
expect that the perception of a country's
competitiveness will come more or less
close to the "ideal status", but will never
reach it.
In order to emphasize those factors that
directly and/or indirectly influence the
quality of the destination's integral experi-
ential mix, the assessment of a tourist desti-
nation's competitiveness should, using the
terminology of Ritchie and Crouch, be
based on (i) the elements of its core re-
sources and attractors; (ii) the elements that
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ü zelji da se maksitnalno naglase one
odrednice koje dircktno i/ili indirektno ut-
jecu na kvalitetu integralnog destinacijskog
dozivljajnog miksa, ocjena konkurentnosti
neke turisticke destinacije trebala bi se, rje-
cnikom Ritchie-a i Crouch-a, temeljiti na (i)
ciniteljima njene resursno-atrakcijske uni-
katnosti, (ii) ciniteljima o kojima ovisi us-
pjesnost destinacijskog menadzmenta, od-
nosno (iii) ciniteljima koji podrzavaju desti-
nacijski turisticki razvitak.
Primjer obrasca za ucinkovitu operacio-
nalizaciju predlozenog "kvalilativnog pris-
tupa" ocjeni destinacijske konkurentnosti
prikazanje slikom 1.
are the foundation of successful destination
management, and (iii) the elements that
support development of the destination's
tourism industry.
Figure 1 represents a rough list of indi-
cators relevant for the efficient implementa-
tion of the elaborated "qualitative approach"
to a destination's competitiveness evalua-
tion.
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Figure 1 - List for the evaluation of destination competitiveness
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Social and Business Environment
Svaki od predlozenih indikatora (cinite-
lja uspjeha) destinaeijske konkurentnosti
trebao bi biti rangiran od strane meritomog
panela turistickih eksperata, odreda vrsnih
poznavatelja svih bitnih obiljezja konkretne
turisticke destinacije. Izracunom jednos-
tavne aritmeticke sredine Iako je utvrditi do-
stignutu razinu destinaeijske konkurentnosti
kako za svako pojedino podrucje, a sto je
bitno za proaktivno vodenje destinaeijske
politike i uklanjanje nedostataka, tako i za
destinaciju u cjelini.
Konacno, primjenom istovjetnog meto-
doloskog postupka moze se pristupiti i oc-
jeni konkurentnosti razlicitih za trziste
spremnih turistickih proizvoda. U tom kon-
tekstu, potrebno je samo utvrditi kljucne ci-
Each of the recommended indicators
(success factors) of destination competitive-
ness should be ranked by a competent panel
of tourism experts, all very much familiar
with all the essential characteristics of the
particular tourist destination. By calculating
the simple average (arithmetic mean), it is
easy to not only determine the achieved
competitiveness level of every individual
segment, which is vital for conducting a
proactive destination policy and eliminating
deficiencies, but also of the destination as a
whole.
Finally, the competitiveness assessment
for each of the destination's market-ready
tourism products can also be approached by
means of the same methodology. Hence,
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nitelje uspjeha konkretnog proizvoda (kao
bitnih odrednica njegove konkurentnosti),
prilagoditi prethodni obrazac te provesti
ocjenjivacki postupak.
4. ZAKLJUCNA RAZMATRANJA
Krenuvsi od teoretskog koncepta i odre-
dnica nacionalne konkurentnosti, te trazenja
poveznice s teorijom konkurentnosti turis-
ticke destinacije, ovaj je rad ukazao na bitne
odrednice i prakticna ogranicenja nekoliko
globalno poznatih i cesto citiranih koncep-
tualnih modela konkurentnosti turisticke de-
stinacije te na toj osnovi propitivao meto-
dolosku utemeijenost u novije vrijeme raz-
vijenih empirijskih modela koji se danas
uveliko koriste za utvrdivanje (ili ocjenu)
razine turisticke konkurentnosti velikog
broja zemalja.
S obzirom da koristeni empirijski modeli
ocjene turisticke konkurentnosti pojedinih
zemalja u velikoj mjeri pojednostavnjuju
postavke znatno robusnijih i znanstveno
utemeljenijih teoretsko-konceptualnih mo-
dela, uslijed cega se utvrdivanje turisticke
konkurentnosti na nacionalnoj razini svodi
pretezito na ocjenu drustveno-ekonomske
i/ili politiéko regulatome razvijenosti poje-
dinih zemalja, moze se zakljuciti kako ovi
modeli nisu relevantni za meritomu ocjenu
dostignute razine konkurentnosti pojedinih
zemalja kao turistickih destinacija. Samim
tim, ni medunarodne usporedbe o konku-
rentnosti turistickih destinacija na bazi utvr-
denih pokazateija nisu od velikog praktid-
nog znacenja, osobito u kontekstu vodenja
proaktivne destinacijske politike i otklanja-
nja eventualnih "uskih grla" destinacijske
konkurentnosti.
U zelji da se utvrdivanje turisticke kon-
kurentnosti neke zemlje sto je moguce vise
dovede u kontekst ne samo konceptualnih
modela destinacijske konkurentnosti, vec i
da se stvore potrebni preduvjeti za proak-
tivnu i ucinkovitu destinacijsku politiku,
predlozen je altemativni pristup ocjeni des-
one only needs to choose the relevant suc-
cess factors for a certain product (as the de-
terminant of its competitiveness), adjust the
above chart, and implement the same
evaluation procedure.
4. CONCLUDING REMARKS
Starting from the theoretical concept and
the determinants of national competitive-
ness, and establishing the link with the the-
ory of tourist destination competitiveness,
this paper critically evaluates some of glob-
ally most popular and frequently quoted
conceptual models of tourist destination
competitiveness and indicates their limita-
tions in the context of empirical research.
The paper also investigates the methodo-
logical foundations of the several empirical
models currently used to assess tourism
competitiveness of a wide array of coun-
tries.
The empirical models currently used to
assess and compare the level of tourism
competitiveness among different countries
largely simplify the precepts of well-
founded and scientifically robust conceptual
models, which is why present evaluations of
tourism competitiveness at a country level
boil down predominantly to the assessment
of their socio-economic, political and regu-
latory development status. Therefore, these
models are not suitable for a competent as-
sessment of a country's tourism competi-
tiveness. A'Iso, "snapshot" comparisons of
tourism competitiveness of different coun-
tries based on the results of these models are
of no great practical relevance, especially in
the context of providing meaningful guide-
lines and defining priorities to effectively
eliminate eventual "bottlenecks" in a desti-
nation's competitive capacity.
In order to, as much as possible, address
the issue of national tourism competitive-
ness assessment in view of not only theo-
retically robust conceptual models, but also
with the aim to create necessary precondi-
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tinacijske konkurentnosti koji se temelji is-
kljucivo na koristenju kvalitativnih pokaza-
telja. Neovisno o cinjenici sto ovakav pris-
tup, uslijed nemogucnosti osiguranja isto-
vrsnih kriterija pri prosudivanju (objektiv-
nost), bitno ogranicava medunarodne us-
poredbe, rijec je o pristupu koji omogucava
ocjenu konkurentske sposobnosti nekoliko
razlicitih turistickih regija unutar jedne
zemije.
Iako se moze prigovoriti da je predlozeni
pristup utvrdivanju konkurentnosti pojedi-
nih zemalja kao turistickih destinacija
manjkav, ponajvise uslijed cinjenice da nije
podesan za medunarodne ("snapshot") uspo-
redbe, postavlja se pitanje je li to i osnovna
svrha utvrdivanja destinacijske konkuren-
tnosti. Naime, temeljna svrha utvrdivanju
konkurentske sposobnosti neke turisticke
destinacije trebala bi biti mogucnost vode-
nja proaktivne destinacijske politike u ukla-
njanju evidentiranih "uskih grla" i/ili prep-
reka zeljenom rastu destinacijske konku-
rentske sposobnosti, pri cemu metodoloski
neuvjerljive "snapshot" usporedbe s drugim
zemljama ("komparativna statika"), osim
relativno povrsne indikacije "mjesta na
svjetskoj ljestvici", ionako ne pruzaju go-
tovo nikakve relevantne putokaze pozeljnog
djelovanja.
Naposljetku, buduci da se konkurentnost
svake pojedine turisticke destinacije pot-
puno neovisno o razlicitim ciniteljima koji
je odreduju mole, u konacnici, svesti na pi-
tanje potrosnje po jedinici kapaciteta (smje-
stajna jedinica, krevet, sjedece mjesto), pri
cemu su one destinacije koje ostvaruju vécu
potrosnju po jedinici kapaciteta konkuren-
tnije, cini se da bi medunarodne "snapshot"
komparacije konkurentnosti pojedinih ze-
malja kao turistickih destinacija valjalo te-
meljiti ponajvise na trzisno etabliranim i u
svijetu turistickog poslovanja dobro pozna-
tim i Iako dostupnim pokazateljima kao sto
su REVPAR (Revenue per Available Room)
ili TREVPAR (Total Revenue per Available
Room).
tions for a more effective and proactive
destination policy, an alternative approach
has been suggested. Since the suggested ap-
proach to destination competitiveness as-
sessment relies exclusively on the use of
qualitative data, due to the theoretical im-
possibility to ensure maximum assessment
objectivity on an international level (panel-
lists are only human), the approach is more
suited for proactive tourism policy formula-
tion on a destination level, than for inter-
country competitiveness comparisons. In
this regard, and due to its constrained suit-
ability for inter-country tourism competi-
tiveness comparisons, one might argue that
the suggested qualitative approach is inade-
quate and/or incomplete. Hence, the ques-
tion immediately arises as to what is the
most important purpose of assessing com-
petitiveness at a tourist destination level.
Namely, the assessment of the competi-
tive capacity of a tourist destination should
predominantly be oriented to support a pro-
active destination policy leading to a most
efficient gradual elimination of all the spot-
ted "bottlenecks" obstructing sustainable
elevation of a destination's competitive ca-
pacity. On the other hand, methodologically
unconvincing snapshot comparisons with
other countries (comparative statics), apart
from relatively superficial rankings on the
worid's list, offer almost no relevant guide-
lines as to the required course of action.
Finally, since the competitive capacity
of each tourist destination, regardless of the
various and country specific underlying de-
terminants, can ultimately be reduced to the
issue of revenue generated per capacity unit
(accommodation unit, bed, seat), where the
destinations generating higher revenue per
capacity unit are more competitive, it seems
that the snapshot comparisons between
countries should be based primarily on mar-
ket-established, easily available and profes-
sionally widely used indicators such as
REVPAR (Revenue per Available Room),
or TREVPAR (Total Revenue per Available
Room).
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